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Abstract: The aim of this essay is to investigate job advertisements written in English 
targeting international staff from a selection of Swedish universities. This investigation is 
highly contemporary since universities attempt vigorously to promote themselves, and since 
international exchange programs and research are crucial for higher education institutions. As 
little research has been conducted on job advertisements in university settings, a key feature 
of this study is to examine the macrostructure and moves of a number of sample texts in order 
to see if patterns are detected. Alongside the exploratory analysis of the Swedish adverts, the 
same analysis is undertaken on a selection of adverts from British and American universities, 
enabling comparison between countries. Moreover, the introduction of texts from other 
nations brings the study into an international light. A secondary purpose of the essay is to 
shed some light on the kind of information these adverts include. This study shows that there 
are both differences and similarities as to how job adverts are written. For instance, a frequent 
approach in the adverts are high demands on the applicants, however, few educational 
institutions mention the professional benefits offered by the position. Another important 
aspect concerns salary, which is a recurring element in the British and American adverts but 
not in the Swedish ads. This study illustrates the structure, moves and content of job adverts 
which are used trying to target international staff.   
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1. Introduction 
1.1. Background 
Few are spared the current promotional attitudes where visibility is a key component. Profile-
raising activities engage individuals as well as companies and municipalities, and much 
occurs in different social networks. Universities are no exception. Constituting forums with 
high competition both nationally and internationally, the promotional activity of universities 
has increased and it is highly focused on brand building and profiling (Björstadius 2015, 
podcast). Furthermore, it has been stated that “the universities are gradually coming closer to 
the concept of a market place” (Bhatia 2005:224), a perception explained by the tough 
competitive climate.  
     Because of the demanding environment, many universities create policy documents and 
vision plans in order to demonstrate what kind of higher educational institution they want to 
become, not the least on the international arena. Vision 2020, the policy document of the 
University of Gothenburg states several aims in order to achieve a powerful international 
profile, for instance they wish to increase the international exchange of students and work 
force until the year 2020 (2012:22, online). 
      Umeå University is another Swedish university with high ambitions. According to their 
strategy document they already obtain a distinct international position being one of Sweden’s 
top universities and by the year 2020 they want become outstanding (2014:2, online).    
     In addition to policies such as these, a considerable amount of funds are spent in order to 
launch interesting objects of study. In Sweden, the Swedish Foundation for International 
Cooperation in Research and Higher Education, STINT, founded in 1994 by the Swedish 
government, strives continuously to internationalise Swedish Higher education and research. 
Recently they resolved to invest SEK 5 million in an internationalisation project initiated by 
five major Swedish universities in collaboration with Vietnam (STINT 2015, online). 
Naturally, all research conducted by universities does not receive financial support from 
STINT. Stockholm University, for instance, has invested amply in creating an international 
profile. In 2012 they commenced a project to promote international research collaboration 
investing SEK 38 million (Parker 2012).  
     The process to internationalise higher education is global. In Europe, the notion took on 
momentum when the Bologna Process was introduced in 1999 (European Higher Education 
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Area 2014, online). The Bologna Process at present-day is a collaboration among 47 
European countries and the aim of the organ is to create stronger, more competitive higher 
education institutions (EHEA 2014). During the years some of the main-questions have 
concerned student and staff mobility and the troubles scholars and staff encounter with 
language while going abroad (Bologna Process Working Group 2007:46; Education, 
Audiovisual and Culture Executive Agency 2012:171).  
     Brand building is highly important for higher education institutions. With the technology 
available today universities are offered great opportunities for promotional activity. Websites 
constitute a good example since they can be accessed at all times and provide a range of 
information. Furthermore, on present-day websites it is commonplace to offer the user access 
to information in English, perhaps because English is widespread in the academic domain 
(McGrath 2013).   
     The use of English does not stop with websites. Some Swedish universities (and other 
European universities) apply it as advertisement language for the recruitment of students and 
staff. The English oriented job adverts which are found on websites’ of Swedish universities 
vary in form. Sometimes they are solely in Swedish, sometimes there is an English version 
along with the Swedish version, and sometimes the languages are mixed.  
     It is questionable whether the adverts appeal to international staff simply by being written 
in English. The audience must always be considered when writing a text, yet it is an 
unreasonable task to compose adverts adapted to every single culture. Still, how an ad is 
written determines whether it is appealing to an applicant or not. Especially if the adverts are 
removed from their cultural context and published in forums with different writing traditions.  
     Little research has been conducted on job adverts in the academic context and while the 
internationalisation process of universities increases, the information of how academic job 
adverts are constructed could be very useful. Therefore, the object of this study is to 
investigate academic job adverts in an international light. However, the academic domain is 
vast and therefore there are certain differences within the different disciplines. For instance, it 
is a general notion that the exact and natural sciences very often publish material in English 
(McGrath 2013:6). This could mean that students and staff within these disciplines have a 
longer tradition of using English, and that recruitment takes place in English. As an 
alternative, the current study targets two disciplines within the humanities since “less is 
known about them” (McGrath 2013:6).    
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1.2. Aim & Research Questions  
The aim of this essay is to investigate job advertisements written in English targeting 
international staff from a selection of Swedish universities. Since little research has been 
undertaken on job advertisement in the academic domain, a key feature of this study is to 
examine the macrostructure of sample texts in order to see if patterns are detected. 
Macrostructure analysis is a method used in discourse analysis with the purpose to outline 
topics. This is accomplished by summarizing texts or by looking at headlines in texts 
(Williams & Taylor 1984; Kieras 1980, 1981). Alongside the exploratory analysis of the 
Swedish adverts, sample texts from British and American universities are studied as well. 
This allows for comparison between countries and disciplines. The investigation is highly 
contemporary since international exchange programmes and research are crucial for 
universities world-wide. A secondary purpose of the essay is to shed some light on the kind of 
information these adverts include. This is possible thanks to moves analysis: a method 
frequently applied in genre studies. The moves analysis allows for an in-depth investigation of 
the adverts and focus on the promotional moves (Bhatia 2004) used in the texts, not only the 
topic. The moves analysis derives from combining the patterns observed in the analysis of the 
macrostructure and the results of a content analysis of each advert.  
My questions are: 
1. What do these advertisements look like in terms of macrostructure? 
2. What do these adverts look like in terms of move structure? 
3. What kind of information is provided in these adverts? Are there similarities or differences 
across countries, universities and/or disciplines? 
2. Literature review  
Even if some research has been conducted on job advertisements, there are few studies 
investigating ads in an academic context and even fewer which outline macrostructure and 
moves combined with the content. This section of the essay presents the composition of job 
ads and previous research on the structure of job advertisements. Furthermore, moves within 
promotional discourse (Bhatia 2004), an area of study drawing on genre theory (Swales 1990, 
Bhatia 2004), is discussed.    
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2.1. Job advertisements 
Several guides of how to create adverts are accessible in books and online. The main-points 
are quite similar and can be summarized into a short list: (i) target the right applicant, (ii) 
share precise and important information, (iii) use eye-catching headlines and avoid clichés 
(Chapell and Read 1984:192-193; YourRecruit 2015; Linkedin, online).  
     Point number one “target the right applicant” refers to the forums where the ads are 
published. It is highly important that the adverts are situated in the right domains in order to 
appeal to suitable applicants. If this task fails, the amount of work concerning recruitment 
increases since the applications will be inappropriate and the advertisement process will be 
prolonged.  
     The second point on the list “share precise and important information” might seem 
apparent, yet it should not be underestimated since it is a difficult task to formulate the most 
important features of a job in a limited number of words. Moreover, it is equally difficult to 
specify a position in an unlimited amount of words: a possibility offered by online adverts. 
Consequently, both print advertisements and online advertisements are difficult to compose 
since they should inform sufficiently yet not demand a great deal of time.  
     Lastly, point number three “use eye-catching headlines and avoid clichés” concerns the 
title and the language of adverts. The headline must be appealing and distinct since the 
applicant is exposed to many adverts and should be able to decide immediately if an advert is 
interesting or not. This idea corresponds to clichés as well since they will not appeal to an 
applicant.   
     Specific information on how to compose job adverts appropriate for university positions is 
obtainable on websites of a few universities. Below are lists from two such guides (Academic 
Human Resources 2015; Human Resources 2012), one from a university in the United States 
with focus on environmental sciences, and one from a university in the United Kingdom 
covering both the humanities and the natural sciences. The lists are created by the author of 
the essay and function as summaries of the main ideas found in the guides on the webpages.  
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Table 1: Summaries (by present author) of key components of a good advert from to two 
English-speaking universities. 
   
      
 
 
      
 
 
      
 
 
 
 
     An apparent fact is that the advice on how to compose job adverts differs, yet there are 
similarities concerning important elements. For instance, both lists acknowledge the 
university and the Human Resources of University of Bath explain the point by stating: 
“never assume that the reader knows who you are and what you do” (2012). Other principal 
aspects of both lists are qualifications and benefits. A noticeable contrast between the guides 
is the absence in the first list of a point on job description: a seemingly vital section. In fact, in 
an interview conducted by the author of this essay (undertaken in order to gain basic 
knowledge regarding the process of creating job adverts) the interview subject states that the 
process before publishing an ad is long and that many people are involved in writing it: 
especially in the important task of formulating a vacancy and what skills are required. 
                                                          
1 ”Intellectual language” is the phrasing used on the webpage, not the author’s words.  
2 ”Easy language” is a term utilized in the guide and not the author’s wording.   
College of the environment University 
of Washington 
(Academic Human Resources 2015) 
University of Bath 
( Human Resources 2012) 
1. Use “intellectual language”1. 
2. Describe university.  
3. Describe region.  
 4. Mention qualifications but not in the 
form of a list.  
5. Any diversity statement should be 
accompanied by positive wording. 
6. List benefits.  
7. Avoid discrimination. 
1. Describe university. 
2. Detail job description. 
3. Detail qualifications and skills. 
4. List payment and benefits.  
5. Use short sentences and “easy 
language”2.  
6. Use you-oriented tone. 
7. Avoid discrimination.  
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     Another difference between the guides is the view on language. The first guide 
recommends “intellectual language” while the second guide encourages the use of “easy 
language” and an informal tone.  
2.2. Job Advertisement in the Academic Domain 
A previous study (Fairclough 1993:147) (Fairclough’s study is old but is included in the 
current study since it is the only study that has been found regarding macrostructure of job 
adverts) on advertising for academic positions points to a traditional way of structuring job 
ads:  
 Heading identifying the institution: i.e. the logo of the university.  
 Heading identifying the title of the post. 
 Detailed information about post such as obligations and salary. 
 Procedure for applying: what documents to attach.  
The study includes different texts produced by universities. The section treating job adverts is 
based on three adverts from three different universities in England which the author claims 
have different approaches to composing ads. Fairclough argues that “old”3 universities tend to 
write in an impersonal manner while “new” universities prefer a you-oriented tone. The main-
findings in the study indicate three important aspects of modern university activities which are 
performed through writing, namely: (i) the reconstruction of institutional identities, (ii) the 
degeneration of the institutional authority, and (iii) a modernization of professional identities 
of academics (1993:157). Below is a further elaboration of these concepts.   
     Fairclough argues that the traditional advertisements convey an institutional identity which 
can be interpreted as impersonal, distant and conservative (1993:146). However, with the 
“new” way to advertise the identities of higher education institutions can move away from 
this notion and create different images conveying more suitable messages. As a result of the 
new images, the authority which is associated with higher education institutions would be 
deconstructed and in turn allow for new, less strict professional identities among the 
academics.  
     What should be taken into account regarding Fairclough’s list is that the investigation he 
undertook on job adverts is implemented before many universities published ads online, as a 
consequence the advertisements have certain restrictions, such as length. Furthermore, only 
                                                          
3 Fairclough (1993) divides the universities into two categories he calls “old” and “new”.  
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three adverts were investigated. Moreover, it should be noted that the conclusion he reached 
included other types of text as well. These facts do not make Fairclough’s point less relevant, 
however, the technological evolution and the Internet have allowed for new methods of 
communication and it is important to ask whether advertising today and advertising in the 
nineties correlate. Nevertheless, since the current study does not aim to investigate a 
diachronic perspective of job adverts it is sufficient to keep the question in mind.        
2.3. The promotional genre  
It has commonly been argued that the genre of a text is decided in relation to the 
communicative purpose of the text (Swales 1990; Bhatia 1993). Since job advertisements are 
purposed to make a job sound appealing to an applicant, it belongs to the genre of 
promotional texts together with other texts such as book blurbs or sales letters (Bhatia 
2004:60). Even though there has been little research conducted on job adverts, especially in 
the academic context, promotional texts share common moves which is why Bhatia’s list of 
prototypical moves will be used in the current study. The list consists of ten moves and is 
presented below. In the method section this list appears again, along with a closer explanation 
of how the moves are applied to the sample texts. 
Table 2: Prototypical moves in promotional texts (Bhatia 2004:65, 2005:214).  
Move 1 Headlines: for reader attraction 
Move 2 Targeting the market 
Move 3 Justifying the product or service 
          -By indicating the importance or need of the product or service 
          -By establishing a niche 
Move 4 Detailing the product or service  
          -By identifying the product or service  
          -By describing the product or service 
          -By indicating the value of the product or service 
Move 5 Establishing credentials 
Move 6 Celebrity or typical user endorsement 
Move 7 Offering Incentives  
Move 8 Using pressure tactics 
Move 9 Soliciting response 
Move 10 Signature line and logo 
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     It should be remembered that the moves do not have to appear in order and that they can be 
difficult to separate. Furthermore, all moves do not have to be included at every advertising 
occasion (Bhatia 2005).   
     The title is considered as a highly significant element in job adverts. Therefore, it is not 
surprising that it appears as move number one “headlines for reader attraction”, on Bhatia’s 
list. Titles are central in advertisements because they operate as attention-grabbing elements, 
i.e. they are purposed to distinguish the adverts.  
     A move with great importance in promotional discourse is move number five “establishing 
credentials” since it concerns image-building. Bhatia argues that move five must be executed 
professionally by businesses and that it adopts several forms (1993:49-50). Firstly, it can be 
accomplished by “we-oriented” adverts i.e. by being personal and involving the reader in the 
text. This technique is emphasised in the guidelines from the University of Bath where a ‘you-
oriented tone’ is recommended. The notion is encountered in Fairclough’s study as well, 
especially in the idea of the reconstruction of institutional identities where he argues that 
‘new’ universities use a personal tone in their writing.  
     Secondly, according to Bhatia, move five is fulfilled by pointing to expertise and thirdly by 
indicating a need that the potential customer has (Bhatia 1993:50). As mentioned above, it is 
not obligatory to use all moves on every advertising occasion, however, Bhatia reasons that 
move five is indeed ‘obligatory’ for companies considering themselves well-established 
(1993:56-57).   
     Another approach present in promotional discourse is embedded in move number four 
“detailing the product or service” and is called product differentiation. It aims to make a 
product (or in the case of job adverts: a position) come across as the best option on the market 
(Bhatia 1993). This is performed mainly through positive evaluations describing benefits with 
the promoted product.  
3. Method and material 
In this section the processes of the macrostructure analysis and the moves analysis are 
explained. Moreover, the material is presented together with the material criteria. In addition, 
the data collection and the labelling tasks are described.    
 
9 
 
3.1. Macrostructure analysis 
The macrostructure notion exists within a variety of disciplines and the application vary. In 
linguistics it is applied to investigate text comprehension and the organization of texts into 
larger units such as introduction and conclusion. The method is occasionally compared to 
summarizing (Williams & Taylor 1984), and it has been demonstrated through studies that 
well-structured texts which contain an initial topic sentence is easier to understand than texts 
where the topic sentence is found within the paragraph (Kieras 1980, 1981).   
     In order to perform macrostructure analysis a close reading of the texts was carried out. 
Thereafter, I created a list of common constituents in the adverts, for instance the title and the 
job description (please see table 3). The list is inspired by Bhatia’s list of prototypical moves 
in promotional discourse (2004). Although macrostructure analysis and moves analysis are 
similar it can be said that while the macrostructure focus on larger text sections, moves 
analysis directs focus within the sections, that is why both methods are applied in the present 
study. 
     After I had created the list of constituents, the ads were compared to the list which both 
outlined the information given in the adverts and provided an overview of the overall 
organisation of the texts. The job advertisements were divided into groups according to 
country and subject resulting in six groups. More detailed tables are found in appendix A. 
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Table 3: Constituents of job adverts (by present author) inspired by Bhatia’s list of 
moves (2004:66). 
Constituents Examples 
1. Title & general information about the 
post. 
Such as salary, location, reference number 
or type of employment.  
2. Subject description. Specifying the subject within the discipline. 
3. Job description/duties. Describing the post.  
4. Information about university/department. Describing the university/department.  
5. Qualifications/Eligibility. Essential, desired and/or skills. 
6. Assessment. How applications will be evaluated.  
7. Additional information. 
 
Such as salary, location, reference number 
or type of employment. 
8. Application process. How to apply, which important documents 
to attach.  
9. Contact details.  Who to contact for more information.  
10. Disclaimer. Often mandatory statement about 
employment. 
  
3.2. Moves analysis and content analysis  
Moves analysis is a method sometimes used in genre studies and its focus is to find 
characteristic patterns in texts which belongs to certain genres. In this study a list of moves 
created by Bhatia for promotional texts was used (2004:59-65). Once more, the analysis was 
based on a close reading of the texts and the ads were divided into groups according to 
discipline. An overview of the tables the analysis generated is presented in the results section 
along with the list of moves. Detailed records concerning every separate move are found in 
appendix B. In order to explain how the moves have been applied to the sample adverts, a 
section of examples has been supplemented to the list.  
     Lastly, a content analysis was carried out in order to determine what differences and 
similarities could be found among the sample adverts. It was based on the previous readings 
of the texts and generated no tables.    
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Table 4: Prototypical moves in promotional texts (Bhatia 2004:65, 2005:214) with 
examples (provided by the present author).  
Bhatia’s model (Bhatia 2004:65, 2005:214) Examples  
1. Headlines: for reader attraction. Title. 
2. Targeting the market. Stating what kind of applicant is desired.  
3. Justifying the product or service: 
-By indicating the importance or need of the 
product or service. 
-By establishing a niche. 
 
Stating why the position/subject is unique 
and important.  
4. Detailing the product or service:  
-By identifying the product or service.  
-By describing the product or service. 
-By indicating the value of the product or 
service. 
Job description. 
5. Establishing credentials. Where the university or department promote 
themselves. 
6. Celebrity or typical user endorsement. Indicating names of professors and future 
colleagues. 
7. Offering Incentives. Such as salary or other benefits. 
8. Using pressure tactics. The application deadline or mandatory 
skills. 
9. Soliciting response. Contact and application details. 
10. Signature line and logo. The logo. 
 
3.3. Material 
The material in this study consists of thirty job adverts from three different countries, namely: 
Sweden, the United Kingdom and the United States. The selection of these countries was 
made so that Swedish job ads written in English and targeting international staff could be 
compared to ads that had English as original language. It would have been interesting to have 
included ads from other English-speaking countries as well; however, due to time and space 
restrictions it was not possible to include more material in this study.  
     In order to get a balanced sample, specific disciplines: linguistics and history, and specific 
positions: early career positions, were targeted in the data collection. Early career positions 
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involve positions often occupied by young scholars such as postdoctoral positions, 
lectureships or positions as research assistant. This type of position was selected because of 
the fact that early career scholars tend to be more mobile, and because there is a greater 
variety of opportunities offered to young scholars than academics further up in the hierarchy. 
The motivation for using ads from two disciplines within the humanities was due to the fact 
that the way to write might vary considerably between different domains and that the 
humanities, according to McGrath (2013), generally are less explored than the exact sciences. 
Moreover, the many demands on the adverts were necessary in order to require a balanced 
and comparable set of data.  
3.4. Data collection  
First the data was collected. This was done online mainly via the webpages of the different 
universities. However, a few external webpages were also used since they permitted access to 
adverts for positions already filled. To use adverts for already filled positions was necessary 
since the sample ads are very specific and current ads were limited in number. Worth noting is 
that on the external webpages, such as The Linguist List (www.linguistlist.org) and jobs.ac.uk 
(www.jobs.ac.uk), the structure of the ads is somewhat different than the ads on the webpages 
of the universities. At The Linguist List for instance, the logo of the university is never 
included in the ad. In spite of these differences it was decided that the ads found on external 
webpages were needed in the material since the content did not vary. Some of the Swedish 
ads were gathered by mail correspondence with the administration units of the universities. 
This was due to the difficulty of finding ads published in both Swedish and English. It was 
important for the study that the Swedish sample was collected in both Swedish and English so 
comparisons could be made.  
     The sample adverts were gathered from five different universities in each country. The 
motivation behind the search of material was to find comparable data and therefore it was of 
great importance that one advert from each discipline could be collected from the chosen 
universities. In one case four adverts were collected from the same university instead of two.   
3.4.1. Interview 
In order to get a basic perspective as to how job advertisements are created, an unstructured 
interview with an expert informer at the University of Gothenburg was carried out. An expert 
informer is an interview subject who has great knowledge of the subject investigated by the 
researcher. In the present study that means a person who works with job advertisement. 
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Naturally, the advertising processes of different universities, or even, of different faculties 
belonging to the same university can vary considerably. Therefore there is no claim of the 
material gathered from the interview being representative for every university worldwide; it is 
rather an illustration of how the advertisement process can be carried out.  
     Unstructured interviews are of an exploratory character suitable for initial interviewing 
procedures when the researcher has relatively little knowledge of the matter investigated 
(Johnson & Weller 2002:492; Orne & Bell 2015:77). The technique involves open-ended 
questions which aim for elaborated answers and not a simple yes or no. Additionally, it 
involves a “grand tour” explaining of processes which intends for the interviewee to talk the 
interviewer through a process (Orne & Bell. 2015).  
3.4.2. Labelling the data  
Table five below presents the fourteen universities the adverts originate from and the 
corresponding labelling conventions for the ads. The adverts have been coded as follows: (i) 
discipline: where “L” stands for the discipline linguistics and “H” for the discipline history, 
(ii) a number based on country and university, (iii) country: where “S” stands for Sweden, 
“UK” stands for the United Kingdom and “US” stands for the United States, (iiii) by the name 
of the city of the university, for instance, “U” stands for Umeå and “H” stands for Harvard. 
To clarify the coding, one example from each country is provided: the linguistic advert from 
the University of Gothenburg is coded: L1SG, the history advert from Cambridge is coded: 
H6UKC, and the linguistic advert from University of California Berkley is coded: L11USCB. 
In the case of two universities in the same country starting with the same letter, a second, 
lowercase letter is added. For instance, the history advert from University of Edinburgh is 
coded: H7UKEd.  
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Table 5: Universities and labelled adverts.  
  Linguistics History  
Sweden University of Gothenburg L1SG H1SG 
 University of Gothenburg  L2SG H2SG 
 Lund University  L3SL H3SL 
 Stockholm University L4SS H4SS 
 Umeå University L5SU H5SU 
United Kingdom University of Cambridge  L6UKC H6UKC 
 University of Edinburgh L7UKEd H7UKEd 
 University of Essex L8UKEs H8UKEs 
 University of Greenwich  L9UKG H9UKG 
 University of Oxford L10UKO H10UKO 
United States University of California 
Berkley 
L11USCB H11USCB 
 Harvard University L12USH H12USH 
 University of Michigan  L13USM H13USM 
 Princeton University L14USP H14USP 
 Yale University L15USY H15USY 
 
     The explorative and qualitative approach taken to the material in this study involves a 
close reading which has enabled detailed outlining of the information given in the sample 
adverts: a necessary means in order to perform a macrostructure and moves analysis. 
Furthermore, it involves an interview which provided the researcher with a basic insight to the 
writing process of job adverts: valuable information which could not have been encountered 
elsewhere. Although other methods might have been possible to apply to the material, the 
research questions demands an elaborate analysis in order to be answered.   
4. Results 
In this section the results will be presented in the form of tables. Moreover, the examples are 
marked in red or green. The red circles demonstrate the examples of macrostructure while the 
green (squares, underlining or highlighted phrases) constitute examples of moves analysis.  
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4.1. Macrostructure  
The majority of the sample ads in this study are built up by paragraphs preceded by headlines. 
The number of headlines and the length of the paragraphs vary considerably, as do the length 
of each individual ad. There are also adverts written as running texts. 
     In order to outline the macrostructure I created a list of the constituents of the 
advertisements. The list is influenced by Bhatia’s list of moves (Bhatia 2004:65). It should be 
taken into account that the order of the constituents vary and that all constituents are not 
found in all sample ads.   
4.2. Macrostructure overview 
Table six below presents an overview of the macrostructure analysis regarding the difference 
between disciplines. Each constituent, country and discipline are counted separately, making 
the highest percentage of each box one hundred. One hundred percent equals five ads; one ad 
equals twenty percent. For a more detailed record please see appendix A tables nine and ten, 
where a full description of the constituents in each individual ad is found. 
Table 6: Macrostructure analysis overview across the disciplines History and 
Linguistics.  
History Linguistics 
Sweden UK US Sweden UK US 
1. Title & general information about the post. 80% 100% 100% 80% 100% 100% 
2. Subject description. 60% 80% 20% 80% 40% 40% 
3. Job description/duties. 100% 80% 80% 80% 60% 100% 
4. Information about university/department. 60% 60% 40% 40% 60% 20% 
5. Qualifications/Eligibility. 80% 100% 100% 80% 100% 100% 
6. Assessment. 80% --- 20% 80% 20% --- 
7. Additional information. 40% 60% 80% 60% 60% 60% 
8. Application process. 100% 60% 100% 80% 60% 100% 
9. Contact details. 40% 20% 20% 20% 40% 40% 
10. Disclaimer. 20% 40% 80% --- --- 100% 
 
     In table seven below the five adverts from each discipline have been added, equalling ten 
adverts per country. Each country is still counted separately making the highest percentage of 
each box one hundred, but one hundred percent equals ten ads, and one ad equals ten percent. 
Table seven demonstrates how recurring the constituents are in each country, information 
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which is not provided explicitly in table number five where the variations between disciplines 
are in focus. Both table six and table seven are referred to in this section of the essay in order 
to demonstrate distinctions across the disciplines and the countries. 
Table 7: Constituents within each country: Sweden, the United Kingdom and the United 
States.  
History & Linguistics 
Sweden UK US 
1. Title & general information about the 
post. 
80% 100% 100% 
2. Subject description. 70% 60% 30% 
3. Job description/duties. 90% 70% 90% 
4. Information about university/department. 50% 60% 30% 
5. Qualifications/Eligibility. 80% 100% 100% 
6. Assessment. 80% 10% 10% 
7. Additional information. 50% 60% 70% 
8. Application process. 90% 60% 100% 
9. Contact details. 30% 30% 30% 
10. Disclaimer. 10% 20% 90% 
      
     Constituent one, “title & general information about the post” occurs in all sample adverts 
except in the adverts from Lund University: H3SL & L3SL (see page 20, figure 9 where 
H3SL provides an example of a headline embedded in another constituent). The title is the 
only constituent obtaining a fixed placement and is normally the first element of the adverts. 
Only in rare cases the title is found after another constituent, (note advert H5SU in the 
examples). Figures 1-4 below give three prototypical examples of the placement of 
constituent one and one non-prototypical example. For further input on constituent one, see 
appendix C where all ads are found. 
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Figure 1: Advert L2SG: prototypical placement of title (red), & logo (green). 
 
Figure 2: Advert L8UKEs: prototypical placement of title. 
 
Figure 3: Advert H11USCb: prototypical placement of title. 
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Figure 4: Advert H5SU: non-prototypical placement of title. 
     The second constituent, “subject description” appears an equal amount of times across 
both disciplines (see table six), yet the occurrence varies between the three countries. The 
variation is seen in table seven where constituent two is found in 70% of the Swedish ads, in 
60% of the adverts from the UK, but only in 30% of the advertisements from the US. Below 
is a typical example of the subject description.  
 
Figure 5: Advert L4SS: Subject description. 
     Constituent number three, “job description/duties” is the third most typical constituent 
after number one and five. The section is found in 90% of the Swedish and the American 
adverts (table 7), and the corresponding number in the UK is 70% (table 7). Constituent three 
is least frequent in the linguistic adverts from the UK where it is found in 60% of the sample 
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(table 6). The presentation of the section varies between a list and a running text, see figures 
six and seven below.  
 
Figure 6: Advert L13USM: job description/duties in the form of a running text (red) & 
detailing product or service (green). 
KEY ACCOUNTABILITIES: 
 
Team Specific: 
 
1. To work collaboratively with colleagues on the History and other related 
programmes; 
 
2. To establish and maintain professional working relationships with contacts 
within the University at all levels and with external organisations and 
individuals; 
 
 
Generic: 
To play a role in learning, teaching, assessment and curriculum development 
of Political History through: 
 
1.   Contributing to and enhancing History teaching at both undergraduate and 
postgraduate 
Levels  
 
2. Leading and supporting others to design, develop and evaluate learning, 
teaching and assessment activities and materials; 
 
3.    Develop a personal research profile of international level and contribute to 
REF 2020 
 
Figure 7: Advert H9UKGr: job description/duties in the form of a list (red) & detailing 
product or service (green) (For the extensive list please see appendix C). 
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     Number four on the list, “information about university/department is a constituent 
occurring more regularly in the history adverts (table 6: 60%, 60% & 40%) than in the 
linguistic adverts (table 6: 40%, 60% & 20%). Furthermore, it appears in the Swedish and the 
British adverts to a greater extent than in the American (Table 7: 50%, 60% & 30%). One 
advert where constituent four is prominent is H7UKEd, which also is the longest sample 
advert. In H7UKEd, element four occupies one and a half pages and introduces two different 
departments as well as the university. Another noticeable fact is that the constituent is located 
at the end of the advert: an unusual placement. Figure 8 below accounts for constituent four in 
advert H7UKEd and figure 9 constitutes a typical example of the element.      
 
Figure 8: Advert H7UKEd: information about university/department (red) & 
establishing credentials (green) 
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Figure 9: Advert H3SL: prototypical length of information about university/department 
(red circle). Note how the title (underlined in red) is embedded in move 2 “targeting the 
market”. Establishing credentials & logo (green). 
     Next constituent, number five, “qualifications/eligibility” is found in all except two 
adverts: H3SL and L4SS, both Swedish. As with constituent three, the form of the section 
varies and is encountered either as a running text or in the form of a list. An interesting aspect 
is that the section in the Swedish adverts occasionally is referred to as “eligibility” whereas, it 
is called “qualifications” in the English-speaking countries. In the example figures 10-13 
below figure ten represents the segment as a running text and named eligibility, figure eleven 
also provides an example of the section as a running text, and figures 12-13 (both from the 
same advert) demonstrate a lengthy example of constituent five.   
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Figure 10: Advert L1SG: qualification/eligibility in the form of a running text (red) & 
an example of product differentiation (green). 
 
Figure 11: Advert H14USP: qualifications/eligibility in the form of a running text & 
using pressure tactics (green). 
 
Figure 12: Advert L9UKGr: qualifications/eligibility in the form of a list (red) & using 
pressure tactics (green). 
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Figure 13: Advert L9UKGr: qualifications/eligibility in the form of a list (red) & using 
pressure tactics (green). 
     Constituent six, “assessment” is a section where great difference is seen between the three 
countries (table 7: 80%, 10% & 10%). In the Swedish adverts the element is distributed 
equally between the disciplines (table 6: 80% & 80%), yet in the other countries it is only 
found in two sample ads: L6UKC and H11USCb. Figure 14 below is a typical example of 
constituent six.  
 
Figure 14: H4SS: constituent six “assessment”.  
     Section number seven, “additional information” varies in content. The constituent is most 
recurrent in the history adverts from the US (table 6: 80%) and least recurrent in the history 
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ads from Sweden (Table 6: 40%). Across the linguistic adverts the constituent is found an 
equal amount of times (table 6: 60%, 60% & 60%). In figures 15-17 different examples of 
constituent seven are presented.  
 
Figure 15: Advert L11USCb: additional information. 
 
Figure 16: Advert H4SS: additional information. 
 
Figure 17: Advert L10UKO: additional information. 
     Next on the list, constituent eight, “application information” is another regularly occurring 
advert section (table 6: 90%, 60% & 100%). It contains information on how to apply for the 
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position and which documents to enclose. Below figure 18 composes a prototypical example 
of the constituent.  
 
Figure 18: Advert H3SL: application information. 
     Constituent nine, “contact details” appears sporadically across the sample texts since it is 
frequently involved in other sections. There is no country nor discipline where the constituent 
is absent, yet the occurrence within each discipline never exceeds 40% (table 5). Figure 19 
illustrates constituent nine as a section while figure 18 above illustrates how the information 
is included in another constituent.     
 
Figure 19: Advert L15USY: contact details. 
     Constituent ten, “disclaimer” varies greatly in occurrence. It appears frequently in the 
adverts from the US where only one advert (H15USY) lacks the section. Typically constituent 
ten obtains a final position. Figure 20 below constitutes a typical example of constituent ten.      
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EEO Statement 
Princeton University is an equal opportunity employer and all qualified 
applicants will receive consideration for employment without regard to race, 
color, religion, sex, sexual orientation, gender identity, national origin, 
disability status, protected veteran status, or any other characteristic 
protected by law.   
Figure 20: Advert H14USP: Disclaimer.   
4.3. Move structure  
As explained in the method section, the ads will be analysed according to a list of moves 
adapted from Bhatia’s studies on promotional texts (2004). The object with the moves 
analysis in this study is to find the persuasive approaches used to attract the job applicant. 
     The table below provides an overview in percentage of the moves’ occurrence in each 
country and discipline. Each country and discipline are counted separately, making the 
highest percentage of each box one hundred. One hundred percent equals five ads; one ad 
equals twenty percent. For a more detailed record please see appendix B, tables eleven and 
twelve.  
Table 8: Moves analysis overview. 
History Linguistics 
Sweden UK US Sweden UK US 
1. Headlines: for reader attraction. 100% 100% 100% 100% 100% 100% 
2. Targeting the market. 100% 100% 100% 100% 100% 100% 
3. Justifying the product or service. 40% 80% --- 80% 20% --- 
4. Detailing the product or service. 100% 100% 100% 100% 100% 100% 
5. Establishing credentials. 60% 60% 20% 40% 40% 100% 
6. Celebrity or typical user 
endorsement. 
--- 20% 20% --- 20% --- 
7. Offering Incentives. 40% 100% 60% 60% 80% 40% 
8. Using pressure tactics. 100% 100% 100% 100% 100% 100% 
9. Soliciting response. 100% 80% 100% 100% 100% 100% 
10. Signature line and logo. 100% 60% 20% 80% --- 20% 
 
     The table demonstrates that certain moves are more recurring than others. For instance, 
move one “headlines”, move two “targeting the market”  and move eight “using pressure 
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tactics” appear throughout the sample while move three “justifying the product or service” 
and move six “celebrity or typical user endorsement” are less frequent.  
     The headline reappears regularly in the current study. This is as a result of the great 
importance the title is attributed: it must appeal to the applicant. All adverts in the current 
study have headlines although adverts H3SL and L3SL constitute special cases since they do 
not present the headlines in a prototypical manner. The title in H3SL and L3SL are embedded 
in move two, “targeting the market” and are therefore difficult to distinguish. How the 
placement of the title functions to attract attention has been explained above (please see page 
15). In this section, the presentation of the title is discussed.  
     The guides of how to write effective job adverts recommend eye-catching headlines. 
However, the approach across the sample adverts is informative rather than distinguished. 
Moreover, the length of each title varies greatly. See example figures 21-22 (and figures 1-4 
on page 16-17, and figure 9 on page 20).  
 
Figure 21: Advert H6UKC: headlines for reader attraction. 
 
Figure 22: Advert L12USH: headlines for reader attraction. 
     As mentioned above, the second move, “Targeting the market” appears across the sample. 
The move is similar to move eight with the difference of stating mandatory requirements and 
not desired skills. The phrasing and extent of the move differ between the adverts, see 
examples 1-3 below, note the tone.  
Example 1: Move two in advert L5SU 
The applicant is supposed to hold a PhD or an EdD in Linguistics, Applied Linguistics, 
Psycholinguistics, English Linguistics, Education, TESOL, Cognitive Science or a cognate 
discipline. 
Example 2: Move two in advert H6UC 
Applicants must possess 
28 
 
 A good first degree and a PhD in a relevant field of research 
 Research experience in early modern science and/or art and/or archives, and/or visual 
culture 
 Familiarity with current digital humanities research and technology (e.g. databases) 
 Familiarity with image research, academic blogs and podcasts 
 Experience in presenting research findings to both scholarly and non-scholarly audiences 
 Experience or ability to organise and participate in collaborative research 
initiatives/projects 
 Fluency in English and reading proficiency in Latin and/or at least one modern language 
relevant to the project's research 
 
Example 3: Move two in advert L14USP 
Successful candidates will possess a PhD or ABD in linguistics or a related field.   
     Move three, “justifying the product or service” appears exclusively in the Swedish and 
British adverts. In addition, it occurs more frequently in the discipline history (table 8: 40% & 
80%) than in the discipline of linguistics (table 8: 80% & 20%). As seen in table seven, the 
difference in occurrence is greater in the UK than in Sweden. Move three is underlined in 
examples four and five below. 
Example 4: move three in advert H1SG, justifying the position by indicating importance.   
Cultural heritage is the reworkning [sic] of the past in the present. It is an expanding field of 
research, which is reflected in the Critical Heritage Studies project at the University of Gothenburg 
(criticalheritagestudies.gu.se). This will form a stimulating environment for the research fellow, 
who will be based at the Department of Historical Studies. 
Example 5: move three in advert H8SEs, justifying the position by establishing a niche and 
indicating importance.  
The Department of History at the University of Essex is a group of international scholars studying 
the history of almost every continent, and has an international reputation for its innovative 
research. The Department seeks to integrate the history of locality and region with that of global 
and transnational dynamics. It is in a period of significant growth and expansion of its teaching 
and research activities, and is seeking to appoint a Lecturer in Local and Regional History, ideally 
of Essex and East Anglia, within this broader intellectual context. 
This appointment is intended to contribute to, and extend, the range of teaching offered in Local 
and Regional History and to contribute to the research profile of the Department.  
     Another move encountered throughout the sample adverts is number four, “detailing the 
product or service”. In the current study the move translates into the job description. The 
move involves different strategies, one of them is product differentiation which is realized 
through positive evaluations of the product. Although move four appears across the sample, 
the approach of product differentiation occurs rarely. Yet, when the approach do appear it 
emphasises the possibilities that the position offers to the applicant (see advert L1SG on page 
20). The most recurrent approach to move four is simply to describe the position (for 
examples please see figures 6-7 on page 18). 
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     Next move on the list, “establishing credentials” is noticeable since the Swedish and the 
British adverts correspond in percentage (see table 8). In both countries the move is 
encountered in three adverts from History, respectively in two adverts from Linguistics. 
However, in the American sample the move appears only in one history advert but in five 
linguistic adverts. According to Bhatia, move five is a highly important element in 
promotional texts since it is purposed to reassure the applicant of the company’s reliability. 
Furthermore, the move consists of three approaches: (i) the usage of a we-oriented tone, (ii) 
pointing to expertise, and (iii) indicating a need. The underlined phrases in example six below 
illustrates approach two (pointing to expertise). Figures 8 and 9 starting on page 19 provide 
further examples of approach one and two.   
Example 6: move five, approach two, in advert H13USM.    
The University of Michigan-Dearborn (UM-Dearborn) is one of the three campuses of the 
University of Michigan. UM-Dearborn, a comprehensive university offering high quality 
undergraduate, graduate, professional and continuing education to residents of southeastern 
Michigan, and attracts more than 9,000 students. Faculty and students have the opportunity to 
collaborate across all three campuses in research and scholarly activity. UM-Dearborn is located 
ten miles west of Detroit and thirty-five miles east of Ann Arbor. The campus is strategically 
located on 200 suburban acres of the original Henry Ford Estate in the Greater Detroit 
Metropolitan region.  
     Move six, “celebrity or typical user endorsement” is the least utilized move in the job 
adverts. It appears in three ads: H6UKC, L7UKEd and H14USP that is: two times in the 
British ads and one time in the American ads. The move does not appear often enough to 
detect a pattern, it should however be noted that it never appears in the Swedish 
advertisements. Example seven illustrates move six.  
Example 7: move six in advert L7UKEd, reassuring the applicant that important people support 
the university.  
Applications are invited from well-qualified Linguists for a 3-year Postdoctoral Research 
Fellowship to explore the role of naturally occurring conversation in senior management team 
strategy meetings. Based in the Business School, you will work with Professor Ian Clarke (Dean of 
School and Chair in Strategy), Dr. Winston Kwon (Chancellor’s Fellow), Professor Ruth Wodak 
(Chair in Discourse Studies, Department of Linguistics & English Language, Lancaster 
University), and Professor Eero Vaara (Chair in Management and Organisation, Hanken School of 
Economics, Finland). 
     Move number seven, “offering incentives” i.e. the salary and benefits provided by the 
position, is an interesting move discussed in more detail further on in the content analysis. It 
appears frequently in the British adverts (see table 8) where it is absent only in one text. The 
move occurs an equal amount of times in the Swedish and the American ads with some 
difference regarding discipline (see table 8).   
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     Move eight, “using pressure tactics” appears in all adverts. Although the moves analysis 
does not focus on the extent of the moves, number eight varies considerably in length. A few 
ads contain merely the deadline or a phrase of desired skills (see example eight below) 
whereas other ads enclose long lists of qualities expected from the applicant (please see 
figures 10-13 starting on page 20).  
Example 8: Underlined phrase number two: move eight in advert H15USY, pressuring the 
applicant to respond within a certain amount of time. Underlined phrase number one: move 
nine.  
Applications should be submitted by email to jrf-applications@ccc.ox.ac.uk and should include a 
completed application form, an equal opportunities form, a letter of application, explaining how 
you meet the selection criteria outlined in the further particulars, a c.v., a list of publications and a 
1,000-word description of present and future research interests. Applications should be received by 
10 April 2015.  Referees should be asked to write directly, by email, to 
sara.watson@ccc.ox.ac.uk their references to be received by not later than 10 April 2015. 
Interviews will be held in Oxford on 15 May 2015. 
     Move nine “soliciting response” (see example 8 above) is present in all adverts except one: 
H9UKGr. This is unusual since move nine ensures that the applicant can interact with the 
university.  
     The last move “logo”, is frequent in the Swedish adverts where it is detected in nine out of 
ten texts. Among the British ads the move appears only within the discipline of history (see 
table 8) whereas in the American adverts the move occurs one time in each discipline. For 
examples of move ten please see figures 1 & 4 starting on page 16 and figure 9 on page 20. It 
is worth mentioning that move ten “logo” might not appear as often in the ads as expected. 
This is due to the structure of various universities’ webpages where the logo appears in the 
left hand corner enclosed with the menu yet not in the advert itself.     
4.4. Content analysis  
Regarding the content of the sample ads, it varies slightly between the countries as well as 
within the countries; the customs of content contrast.   
     One piece of information where difference between the countries can be detected is 
regarding salary. Move seven “offering incentives” (salary and other benefits), is recurrent in 
the ads from the UK where an approximate salary is placed frequently underneath the title of 
the post with other information such as location and type of employment. This differs greatly 
from the Swedish adverts where salary, when it is mentioned, is placed at the end of the ad. 
Furthermore, none of the Swedish ads actually state an approximate salary; it is simply 
declared that salary is decided on an individual basis. In the American advertisements salary 
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is mentioned in numbers. See examples 9-11 below where one advert from each country is 
presented.  
Example 9: move six in advert L3SL, stating that salary is decided on an individual basis.   
The university has a policy of individually negotiated salaries and applicants may include their 
salary expectations in the application.  
Example 10: move six in advert L6UKC, indicating an approximate salary.   
The role will be based in central Cambridge. The post is full-time. Appointment will be for one 
year. The salary range at present is £24,775 - £28,695 depending on experience. Please note that 
this post is non-pensionable.  
Example 11: move six in advert H15USY, indicating an approximate salary. 
The salary will be £29,249 (Grade7.1) per annum plus piece rates for teaching over 3 hours per 
week.  The Fellow will also be entitled to full lunching and dining rights and will receive a 
research allowance (£910), and hospitality (£309).  These are current figures.  
     Another interesting aspect of the adverts is the tone in which they are written. All but two 
ads are formulated in an impersonal way (for examples, see examples 1-3 on starting on page 
26). The two ads not corresponding to the impersonal tone, H7UKEd and H9UKGr, are 
written with you-focus. Example twelve provides an illustration of you-orientation.  
Example 12: You-oriented approach in advert H7UKEd.   
You will be required to deliver and assess courses at all levels of the School’s teaching provision, 
and to carry out administrative tasks associated with the delivery and assessment of teaching. You 
will be expected to lecture and conduct tutorials in the appropriate first-year course and to develop 
and teach honours courses related to your research interests. 
     As far as the Swedish ads in Swedish and English are concerned, no differences are 
detected in either content or structure: it is apparent that the adverts in English are translated 
directly from the Swedish versions. This is interesting since it assumes that all applicants have 
the same cultural knowledge and are familiar with the traditions of the country. Moreover, 
one ad proclaimed that in case of any discrepancies between the versions, the Swedish ad 
takes precedence.  
     As mentioned earlier, disclaimers are another interesting factor of the adverts. They appear 
frequently in the ads from the United States and treat statements concerning the university 
being an equal opportunity employer. In fact, that kind of statement is absent only in one of 
the American adverts: H15USY. In the United Kingdom similar statements concerning equal 
opportunities for applicants appear in two advertisements: H6UKC and H10UKO. The only 
disclaimer present in the Swedish ads is the one in H4SS concerning translation.  
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5. Discussion 
Before discussing of the results, it is appropriate to go through the research questions this 
essay set out to answer. The questions are: 
 1. What do these advertisements look like in terms of macrostructure? 
2. What do these adverts look like in terms of move structure? 
3. What kind of information is provided in these adverts? Are there similarities or differences 
across countries, universities and/or disciplines? 
     Starting with question number one, it is clear that the sample adverts vary in structure, both 
across the three countries and the two disciplines. Normally, advertisements from the same 
university share similarities in style, yet regarding constituents and their placement there is no 
general model followed; for example: it is more recurrent for the adverts to be written with 
headlines preceding each constituent than without headlines. What the headlines express 
varies slightly in each advert.  
     An interesting difference detected between the countries concerns constituent five 
“qualifications/eligibility”, which is referred to as “eligibility” in the Swedish adverts and 
“qualifications” in the British and American adverts. It can be questioned if this is due to 
translation or if it is an attempt to play down, or up, the significance of the section. 
Additionally, constituent five is the second most frequently occurring section across the 
sample adverts, only preceded by constituent one “Title & general information about the 
post”. The third most frequently appearing segment is number three “job description/duties”. 
It is noticeable that is more typical to have a section detailing the expected qualities of the 
applicant than a separate section detailing the position in question.  
     Regarding the moves analysis, several points would be interesting to follow up in future 
studies. One of them is move number six “typical user endorsements” which only appears in 
three adverts. It is difficult to appreciate the importance of the move since it appears very 
infrequently. Furthermore, according to the guides of how to write effective adverts (Chapell 
and Read 1984:192-193; YourRecruit 2015; Linkedin, online) the information provided by 
job adverts should be precise and beneficial to the applicant. In my opinion it is questionable 
whether names of future colleagues are relevant in the application process.    
     A move which is central for attention grabbing purposes is move number one: “headlines”, 
and the various guidelines state that the title should distinguish the advert from other adverts. 
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All ads in the current study contain headlines although, perhaps not as distinguished as is 
recommended. In the case of the adverts from Lund University, it can even be discussed if the 
embedded headlines constitute headlines since they do not follow the conventions of move 
one. However, apart from their placement they appear to be headlines and the information 
they provide is similar to all other headlines in the sample adverts. The form of the title in the 
job adverts appears informative and there are for instance never any adjectives intensifying 
the title. Perhaps attention-grabbing headlines possess less importance in the adverts 
investigated since academic positions are attractive jobs and will receive many applications in 
any case.   
     Move three “justifying the product or service” is applied to explain the importance of the 
position (see examples 4-5 on page 27). The extent of the move varies greatly between 
countries and disciplines and is, for instance, never encountered in the American adverts. 
Furthermore, it is more frequent in the discipline of history than the discipline of linguistics. 
When a move is entirely absent in one of the sample countries it could indicate cultural 
differences.  
     Another interesting move is number five “establishing credentials” which Bhatia indicates 
to be the most significant move for companies considering themselves as important (1993). 
Furthermore, there are three aspects of move five (i) the use of a we-oriented tone, (ii) 
pointing to expertise and (iii) indicating a need. Concerning job adverts the last point is 
present in all the adverts investigated since the applicant is in the need of the job advertised. 
Perhaps the approach demands greater attention in other types of promotional texts, for 
instance, a company advertising beauty products might struggle more to indicate a client’s 
need than a job advert. The second point appears repeatedly since many of the universities 
embrace the opportunity in the adverts to present themselves and their research i.e. indicating 
expertise. Once more, in my opinion, it can be questioned if the information submitted 
promoting the university is essential knowledge for the applicant.   
     Concerning the use of a we-oriented tone, the approach is encountered in various adverts. 
However, it is frequent that the universities use only third person singular, or that they 
combine the third person singular with the first person plural. The tone, as indicated by 
Fairclough (1993), very much contributes to the perception of the universities. For instance, 
we-orientation mediates a less exclusive image and almost invites the applicant to become a 
member of a team. The you-oriented tone discussed by Fairclough is encountered only in two 
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adverts. It attracts attention since it appears infrequently and it definitely moderates the sense 
of the university as an impersonal authority.    
     Regarding the content of the adverts, apart from what already has been discussed above, 
the most outstanding difference is the question of salary. In the guidelines of how to write an 
ad, salary is mentioned as a significant motivation for applicants to apply for a position. 
Despite of this fact, none of the Swedish adverts state the salary in actual numbers. This is not 
considered odd in a Swedish context since salary always is decided on an individual basis. 
However, it might confuse international applicants who are accustomed to other practices.  
     Concerning the Swedish adverts translated into English several points can be made. An 
important one is that the adverts are not automatically suitable for international applicants 
simply by being written in English. In order to help international applicants the translated 
adverts could include a cultural context in addition to a description of the position. Moreover, 
the Swedish universities do not emphasise the benefits of working in Sweden nor do they 
acknowledge practical aspects such as housing or daycare which could constitute both 
competitive advantages and essential knowledge for international applicants.  
6. Conclusion 
In terms of macrostructure and moves it can be concluded that there is no standard way to 
compose job advertisements for academic positions although certain tendencies of frequent 
constituents and moves are found. The structure of the ads not only differs between and 
within the countries and the disciplines but also between departments in the same university 
as well. The content of the adverts varies in length and detail and some features such as salary 
differ greatly between the countries. The Swedish adverts translated into English are not 
adapted to an international arena but are exact copies of the Swedish versions.  
     There are limitations to this study, for instance the time and space restrictions which made 
it necessary to narrow the focus of macrostructure and moves, leaving out other interesting 
aspects such as a further investigation of the cultural aspects of the adverts. Moreover, there is 
no claim that the material is representative for every job advert within the disciplines and 
countries chosen. However, the area of study has much to offer and it would be interesting to 
continue the investigation of the research questions. Such investigations could make use of 
adverts from a greater number of countries than the current study. Furthermore, it would be 
interesting to carry out further national investigations on the universities in Sweden and their 
approach to publishing adverts in English.  
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 Appendix A 
 
Table 9: Macrostructure of ads H1SG-H15USY. 
 
Constituent: 1 2 3 4 5 6 7 8 9 10 
H1 P1 P2 P3 ---  P4 P5 --- P6 --- --- 
H2 P1 P3 P4 P2 P5 P6 --- P7 --- --- 
H3 --- P4 P5 P1&4 --- P6 P3 P7 P3 --- 
H4 P1 --- P2 --- P3 P4 P5 P6 P6 P7 
H5 P2 --- P3 P1&3 P5 --- --- P6 --- --- 
H6 P1 P2 P3 --- P4 --- --- P5 --- P6 
H7 P1 P2 P3 P8 P4&6 --- P7 P5 --- --- 
H8 P1 P3 --- P2 P4 --- P5 --- P5 --- 
H9 P1 --- P3&4 P2 P5 --- --- --- --- --- 
H10 P1 P5 P2&5 --- P4 --- P3 P6 --- P7 
H11 P1 --- P3 --- P3 P2 --- P4 --- P5 
H12 P1 --- --- P2 P3 --- P6 P4 --- P5 
H13 P1 --- P5 P4 P3 --- P6 P2 --- P7 
H14 P1 --- P2&6 --- P3&6 --- P4&7 P5 --- P8 
H15 P1 P2 P3 --- P2 --- P3 P4 P4 --- 
 
Table 10: Macrostructure of ads L1SG-L15USY. 
Constituent: 1 2 3 4 5 6 7 8 9 10 
L1 P1 P3 P2&4 P2 P5 P6 P7 P8 --- --- 
L2 P1 P3 P4 P2 P5 P6 P7 P8 --- --- 
L3 --- --- P3&5 --- P4&6 P6 --- P7 P2 --- 
L4 P1 P2 P3 --- --- P4 P5 P6 --- --- 
L5 P1 P2 --- --- P3 --- --- --- --- --- 
L6 P1 --- P2 --- P3 P3 P4 P5 --- --- 
L7 P1 P2 --- P4 P3 --- --- P5 P5 --- 
L8 P1 P2 P2 --- P3 --- P4 --- --- --- 
L9 P1 --- P2&4 P6 P5 --- --- --- P3 --- 
L10 P1 --- --- P2 P3 --- P4 P4 --- --- 
L11 P1 P2 P5 P3 P4 --- P6 P8 --- P7 
L12 P1 --- P2 --- P6 --- --- P3&7 P5 P4 
L13 P1 --- P3 --- P3&4 --- P5 P2 --- P6 
L14 P1 --- P2&6 --- P4 --- P5 P3&7 --- P8 
L15 P1 P2 P2 --- P4 --- --- P3&7 P5 P6 
 
  
 Appendix B 
 
Table 11: Moves in adverts H1SG-H15USY.  
Sweden United Kingdom United States 
H1 H2 H3 H4 H5 H6 H7 H8 H9 H10 H11 H12 H13 H14 H15 
M1                
M2                
M3                
M4                
M5                
M6                
M7                
M8                
M9                
M10                
Total 8 9 7 6 7 8 9 8 7 8 6 6 7 7 6 
 
Table 12: Moves in adverts L1SG-L15USY.  
Sweden United Kingdom United States 
L1 L2 L3 L4 L5 L6 L7 L8 L9 L10 L11 L12 L13 L14 L15 
M1                
M2                
M3                
M4                
M5                
M6                
M7                
M8                
M9                
M10                
Total 8 9 7 7 6 6 9 6 7 5 7 7 6 6 7 
 
  
 Appendix C 
 
This appendix accounts for all the collected ads. The order is arranged after country and 
university, the same system which has been used throughout this essay, starting with 
Gothenburg University and ending with Yale University. Since the Swedish ads were 
collected in both English and Swedish both ads are presented here (only in one case a 
Swedish ad is missing), the Swedish version being preceded by the English one. 
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